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abstract
This article presents the main findings of a Media Uses Study (MUS), carried 
out in Catalonia in the context of a wider study of adolescents’ reception of televi-
sion fiction programmes. Its main aim was to provide a general picture of Catalan 
adolescents’ media uses and leisure preferences. Method included a survey of 239 
adolescents aged 15 to 18, and three focus groups. Adolescents’ media usage was 
characterized through the following elements: the weight of media-related activities 
within their leisure diet, the media equipment available, and the uses attributed by 
teenagers to the mobile phone, the Internet and television. Among the main results, 
the importance of the peer group in relation to both leisure and media activities must 
be emphasized. Moreover, adolescents’ media usage can be described according to a 
double dynamics, with new media being used as tools for socializing and communi-
cation, and television especially for shared viewing with the family.
CJCS_7.1_Fedele_51-70.indd   51 5/4/15   10:45:27 AM
Maddalena Fedele | Núria García-Muñoz | Emili Prado
52
introduction
In the current digital era, media consumption and leisure-related activities 
represent key aspects of daily life in contemporary western countries. The 
current so-called postmodern era is characterized by complex processes, 
phenomena and ways of thinking, such as globalization and media hybridi-
zation, the digital revolution and media convergence, consumer culture, the 
availability of commodities and the commercialization of leisure, among other 
features (e.g. Bauman 1997; Carlsson and von Feilitzen 2006; Ekström and 
Tufte 2007; Hill 2011; Martín-Guart and Fernández-Cavia 2012; Spigel and 
Olsson 2004). All these characteristics of our historical and social environ-
ment influence the way we act as human beings, as citizens, as consumers 
and as media users. This is especially true for adolescents, who were born 
and have grown up in a complex multimedia environment, within which they 
have to deal with the biological, psychological and social changes that char-
acterize adolescence itself (Lee 2005; Livingstone and Bovill 2001; Maira and 
Soep 2004).
Indeed, nowadays teenagers have to cope not only with the complex 
changes typical of their age, but also with the constant transformations occur-
ring in the current digital scenario. Nevertheless, current teenagers maintain 
a privileged relationship with the media environment and they often excel in 
media use. Media consumption is just one of the multiple leisure activities 
that adolescents have access to, since their physical, social and cultural envi-
ronment is a multimedia and multi-screen one. Current generations of young 
people usually display multitasking and multimedia consumption patterns, 
and are increasingly more autonomous and independent from the rest of the 
family and more and more habituated to a sort of bedroom culture, particu-
larly in relation to their media consumption (Adriaens et al. 2011; Brasel and 
Gips 2011; Drotner 2000; Jordan et al. 2007; Livingstone and Bovill 2001; 
Roberts and Foehr 2008; Vanderwater and Lee 2009). The bedroom culture 
phenomenon refers to the variety of media equipment young people, espe-
cially in western countries, have access to in their private spaces, such as their 
bedrooms, which are more and more similar to ‘multiple-media environments’ 
(Jordan et al. 2007) or ‘media centers’ (Zanker and Lealand 2006). According 
to Livingstone and Bovill (2001: 179–80), ‘to many children across Europe and 
North America […], this mediatic bedroom culture represents a vital yet taken-
for-granted aspect of their daily lives that significantly enriches the variety 
of leisure opportunities open to them’. At any rate, some differences among 
countries do exist, since the extent to which the current scenario affects ‘young 
people within each country depends on their respective welfare regimes’ 
(Serracant 2012: 161). For instance, Mediterranean European countries’ 
specific characteristics, like those of Spain or Catalonia, can generate differ-
ent media usage compared to Northern European countries. In this matter, 
EU Kids Online Project pointed out that the Internet ‘usage is highest in the 
Nordic countries and lowest in Southern Europe’ (Livingstone et al. 2011: 12). 
On the other hand, delving into young people’s specific media uses could also 
provide evidence of some similarities between different regions, since young 
people seem to share a common youth consumer and mass media culture on 
a global scale (Ekström and Tufte 2007).
Bearing this in mind, we carried out a Media Uses Study (MUS) in the 
context of a wider research project about adolescents’ reception of televi-
sion fiction programmes conducted in Catalonia. The wider project aimed 
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for deeper study of the Catalan case mainly for three reasons. First, it was 
intended to contribute to knowledge about adolescents’ consumption of tele-
vision in Spain, since previous studies had focused on the populations of other 
Spanish regions, e.g. the Basque Country (Aierbe and Medrano-Samaniego 
2008; Ramírez de la Piscina et al. 2006), the Madrid region (Montero-Rivero 
2005), Aragon (Sabes-Turmo 2005) or Andalusia (Pindado 2006). Second, the 
research aimed to compare Catalan adolescents’ media habits and preferences 
to those of other Spanish teenagers. Finally, Catalonia was expected to be a 
good case study to be compared to other Mediterranean regions or Southern 
European countries.
The main aim of the MUS was to provide a general and quite detailed 
picture of Catalan youth’s media uses, in order to better understand their 
consumption of television fiction programmes within the rest of their media 
and leisure activities.
Furthermore, the MUS was guided by the following specific objectives:
To describe the main traits of Catalan adolescents’ media usage in the •	
context of their leisure activities, identifying their favourite leisure activi-
ties and their media equipment.
To identify the uses that Catalan adolescents attribute to different media, •	
emphasizing differences or complementarities between their use of tradi-
tional media (i.e. TV) and new media (i.e. the mobile phone and the 
Internet).
To compare Catalan adolescents’ leisure and media diets to those of •	
other young collectives, based on previous studies carried out in other 
countries.
To contribute to knowledge of adolescents’ leisure activities and prefer-•	
ences from the perspective of research in communication and media.
Young people’s media usage and leisure preferences
Young people’s typologies of media consumption and leisure time have been 
evolving over the last two decades, due to the new media context and the 
technological innovations mentioned above.
Data from the 1990s already stressed that teenagers in western coun-
tries had plenty of free time, which they usually spent watching television 
and socializing. In particular, Larson and Seepersad (2003: 53) compared data 
about American, European and East Asian adolescents and recognized that 
American teenagers had ‘more free time than adolescents in most other indus-
trial nations’, and that they spent most of it ‘in unstructured activities’. More 
specifically, American adolescents’ most common leisure activities were: peer 
interactions, watching television, listening to music, playing games, computer 
and Internet use, and organized youth activities (like sports).
Flammer and Schaffner (2003) compared available data on European teen-
agers, pointing out the cultural differences between European countries, which 
affect adolescents’ leisure diets. However, these authors show that European 
teenagers’ most common leisure activities are electronic media use (such as 
watching television, listening to the radio or using computers), spending time 
with friends and dating, and doing sports.
Both reports describe the Internet and computer use as an emerging and 
increasing activity among young people. In fact, more recent works, carried 
out since the last years of the 1990s, have identified the main features of 
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youth’s media and leisure habits, emphasizing in particular their use of new 
media (e.g., Athenstaedt et al. 2009; Bell and Dittmar 2011; Coatsworth et al. 
2005; Hagen 2007; Holloway and Green 2008; Livingstone et al. 2011; Pascoe 
2011; Roberts and Foehr 2008; Romer et al. 2012; Thulin and Vilhelmson 2007; 
Videnovic´ et al. 2010; Wilska and Pedrozo 2007).
When analysing previous research, several main findings can be pointed out:
In the first place, leisure and media diets depend on the cultural context, 
even if it is possible to identify some general traits in media habits and pref-
erences of adolescents living in western and industrialized countries, such 
as similarities in their consumer and media culture, as mentioned above 
(Ekström and Tufte 2007). Teenagers’ most common leisure activities gener-
ally are socializing or social activities, media consumption or use, sport activi-
ties, instrumental activities (such as academic school activities and paid work), 
and artistic activities (such as drama, choir, band, sculpting).
Second, gender differences can usually be found in regard to leisure activi-
ties: socializing and culture/education activities are generally more associated 
with girls, while sport and ‘maladjusted’ activities, such as smoking, drinking 
alcohol or consuming illegal drugs (Athenstaedt et al. 2009), tend to be more 
related to boys. Besides, gender is also a differentiating trait in adolescents’ 
media diet, boys usually being more inclined to use more new media than 
girls (Grimley and Allan 2010; Livingstone and Helsper 2007).
Third, the importance of the peer group and socializing in adolescents’ 
everyday life and leisure preferences must be emphasized. If they can choose 
what to do in their leisure time, teenagers generally prefer to spend time with 
their friends (Larson and Seepersad 2003; Roberts and Foehr 2008). Given 
this, media consumption itself can be considered as a socialization tool: media 
contents can be shared by the peer group, and they can also be a source of 
conversation among friends.
At any rate, media consumption represents one of young people’s main 
leisure activities, but not the only one. They mostly spend time with electronic 
media, especially the Internet and television. Moreover, the great diffusion of 
mobile phones in this age group must be emphasized. In particular, young 
people tend to be ‘very heavy texters or text message addicts’ (IBBT 2011: 45).
Finally, it must be taken into account that young people consume or use 
several media simultaneously, performing what has been called a multimedia 
and multitasking media use (Brasel and Gips 2011; Drotner 2000; Ekström 
and Tufte 2007; Jordan et al. 2007). In particular, adolescents’ uses of televi-
sion and the Internet are often related and complementary, as Fernández-
Planells and Figueras-Maz (2012) point out.
Teenagers are the target who spend the least time watching television, 
and as television consumption decreases, Internet use increases. This can be 
observed by comparing data for different years. Roberts and Foehr (2008) 
offer data for 2004, pointing out that adolescents usually spend most free 
time watching TV (2: 36 hours), consuming audio (2: 24 hours), and using the 
computer (1: 22 hours). More recent data, such as those in Bell and Dittmar 
(2011), point out that adolescents’ Internet use is higher than that of any other 
media, closely followed by television and music videos.
Similarly, according to recent EU data, 87% of young people aged 16 to 
24 use the Internet daily and 96% of them do so weekly, while 75% of young 
people watch television daily and 92% of them do so weekly (Eurobarometer 
2013). According to the European study EU Kids Online mentioned above, 60% 
of European children aged 9 to 16, and 80% of older teenagers aged 15 to 16 
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go online daily, spending an average time of 88 minutes per day (Livingstone 
et al. 2011). In particular, teenagers aged 15 to 16 spend 118 minutes online 
per day, which is twice as long as 9–10-year-olds.
Moreover, this study classifies Spain as a ‘lower use’ country, since the 
average time spent online by Spanish children aged 9 to 16 is just 71 minutes 
per day. Similar data regarding young people’s leisure habits and media 
habits have been obtained by other research and statistical studies carried out 
in Spain and Catalonia (e.g., Estudio General de Medios 2007; Funes 2008; 
INE 2012). In particular, according to EGM Baròmetre (2014), 87% of Catalan 
young people aged 14 to 19 have access to the Internet and 85% of them have 
access to television.
On the other hand, several studies have demonstrated that television 
is still a social family media (Kortii 2011) for many adolescents, even if its 
consumption has also been an individual practice (Livingstone 2009). In 
particular, teens’ television consumption becomes more independent from the 
rest of the family and tends to be more associated with their own bedrooms 
as they grow up (Livingstone and Bovill 2001). Besides, even if other home 
spaces are increasingly dedicated to different forms of screen consumption, 
and ‘despite the availability of multiple television sets, the main television set 
still has great appeal to everyone in the house as the “first choice” television’, 
precisely because it is the largest or the latest model and is usually positioned 
in the most comfortable position (Holloway and Green 2008: 50). Moreover, 
watching television in the living room often offers teenagers the opportunity 
to share social interaction and television-centred communication with the rest 
of the family (Adriaens et al. 2011).
Of course the Internet also offers television and audio-visual contents to 
young people. For this reason, even if their consumption of ‘traditional televi-
sion’ is decreasing, their cross-media consumption of television contents must 
be taken into account.
adolescents as active audiences and Media users
The MUS was carried out within the theoretical framework of cultural stud-
ies and audience studies, incorporating Uses and Gratifications Theory (Katz 
et al. 1974).
In particular, several concepts from this theoretical framework were 
taken into account: the concept of the active audience, the importance of 
the reception situation, and the idea of individual and social uses that audi-
ences can make of mass media (e.g., Lull 1980; McQuail 1997; Morley 1986; 
Silverstone 1994).
First, we applied the concept of the active audience, that is an audience 
capable of understanding, decoding and interpreting media texts (e.g., Fiske 
1987; Hall 1999; McQuail 1997), to current teenagers, who are active and 
frequent users of traditional and new media (Arnett et al. 1995).
Second, we stressed the concept of media uses, which is strictly related 
to the idea of the social functions of media. According to this idea, media can 
be consumed and used by audiences to respond to several needs, gratifica-
tions or functions, such as diversion or entertainment, social relationships or 
social contact, personal identity and values, getting information or learning 
about life and society, escaping from routine, structuring everyday life, shar-
ing media consumption or contents, or socializing (Katz et al. 1974; McQuail 
et al. 1972; McQuail 1997).
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 1. Quotes from the focus 
groups are identified 
according to the 
following scheme: 
FG (=Focus Group) + 
Number of focus group 
(1 for fourth year 
middle school, 2 for 
first year high school, 
or 3 for second year 
high school) + g (=girl) 
or b (=boy) + Number 
of participant (1 to 4 
for girls and for boys) + 
(age of participant).
 2. We had to discard six 
incomplete ones.
Third, media use and consumption is generally influenced by, and related 
to, home, family and daily routines, including leisure activities and, above all, 
the peer group (Escardibul et al. 2013). For this reason, the specific reception 
situations of adolescents, as well as their spare time habits need to be taken 
into account in order to investigate their media usage.
Method
The wider research project including the MUS consisted of a reception study 
carried out through both quantitative and qualitative techniques in 2010.
In order to select the sample, all middle and high schools in Barcelona 
were contacted by e-mail, and finally two public schools and two private ones 
located in different neighbourhoods of the city were chosen among the ones 
interested in participating in the study.
The quantitative phase consisted of an online survey, administered to 
239 middle and high school students from the four schools selected. Data 
were codified and analysed with SPSS software, using the χ2 test, the Mann-
Whitney test or the Kruskal-Wallis test according to the kind of variable 
analysed to determine any dependency relation between variables (statistical 
significance set at p≤0.05). The questionnaire included closed and open-ended 
questions about adolescents’ leisure preferences, media uses and fiction 
consumption habits.
The qualitative phase consisted of three focus groups1 of eight participants 
each (four girls and four boys). Focus groups were audio recorded, then tran-
scribed and analysed with Atlas.ti software. During the qualitative phase we 
explored some of the main issues that arose in the quantitative phase, e.g. 
media functions, family relationships and adolescents’ preferences and moti-
vations.
The final sample consisted of 2332 middle and high school students, aged 
15 to 18 (x=15.98, mode=16). A total of 55.4% (n=129) were girls and 44.6% 
(n=104) were boys. In particular, we analysed three middle adolescence age 
groups (http://www.unicef.org/adolescence), from three different school 
years: the fourth year of ESO (the Spanish compulsory middle school), when 
teenagers are 15–16 years old, the first year of Bachillerato (the Spanish non-
compulsory high school), when teenagers are 16–17 years old, and the second 
year of Bachillerato, when they are 17–18 years old.
Participants in the focus groups were selected from the survey sample 
according to the following variables: gender, age (according to the school 
year), and media habits in terms of television consumption (heavy or soft 
consumers) and television fiction preferences (local or foreign programmes). 
Most of the teenagers in our sample were born in Catalonia (68.2%, n=159), 
a very small part was born in other regions of Spain or in Europe (3%, n=7), 
while the rest came from other continents, especially from South America 
and Central America (19.3%, n=45). 95.3% (n=221) of the sample were 
living in Barcelona city, most of them in a traditional family (66.5%, n=155), 
that is a family made up by two parents and one or more siblings. Most of 
the young people in the sample had one or more siblings (86.7%, n=202) 
and their families were mostly constituted by four or five members (65.7%, 
n=153).
Most of the teenagers’ parents had high school or university degrees, and 
half of them worked in white collar positions, such as managers, executives, 
public servants and private employment.
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We used Euromonitor’s typology of television macrogenres and genres 
(Prado et al. 2012) to classify the television programmes indicated by 
 respondents.
results
Main results of the MUS can be divided into the following three areas: 
(1) adolescents’ media usage among their leisure preferences, (2) adolescents’ 
media equipment, (3) adolescents’ uses of three specific media: the mobile 
phone, the Internet and television.
Adolescents’ media usage within their leisure preferences
In the first part of the questionnaire, we asked adolescents to indicate if they 
performed several recreational activities, in order to identify the weight of 
media in their leisure diet.
In adolescents’ top five leisure preferences, there were at least three activi-
ties directly related to media usage: ‘browsing the Internet’ (97.9%, n=228), 
‘listening to music’ (97.9%, n=228), and ‘watching TV’ (96.1%), with ‘socializ-
ing with the peer group’ as our sample’s favourite activity (99.1%, n=231). The 
label ‘watching TV’ refers to television consumption through the television 
set, which does not exclude the possibility of young people consuming televi-
sion contents also through other media or screens, while ‘relating to friends’ 
could include both face-to-face and mediated interactions.
The data can be analysed in depth if we take into account the frequency 
with which adolescents claimed to carry out the different leisure activities 
(always, often, sometimes, never). In fact, if we consider the highest frequen-
cies (always and often), we can classify teens’ favourite leisure activities into 
three levels:
On the first level we can find those activities that were ‘always’ carried out •	
in their free time by more than 40% of the sample, and ‘always or often’ 
by more than 80% of teens: relating to friends, browsing the Internet, and 
listening to music.
On a second level, there are those activities that more than 50% of the •	
sample claimed to ‘always or often’ do in their spare time, such as watch-
ing TV, relating with family, and playing sports.
Finally, on a third level, is the rest of the activities, which most teen-•	
agers practiced ‘sometimes’, such as resting, reading, or doing artistic 
activities.
We also asked teenagers whom they usually spent their spare time with. 
Once again, we found that friends were their first choice: in fact almost the 
totality of our sample (98.3%, n=229) claimed to spend their free time with 
friends at least sometimes, while 82.8% (n=193) said they ‘always’ or ‘often’ 
did so. On the other hand, the company of family members such as parents 
or siblings was not as frequent as that of the peer group. 53.6% (n=125) of 
teenagers claimed to spend their spare time with their parents only some-
times, and 42.5% (n=99) said the same regarding their siblings. Even less 
common was spending free time by themselves or with others, who gener-
ally could be other relatives, such as grandparents or cousins. In fact, some 
of the younger people in our sample had to spend the afternoon at other 
CJCS_7.1_Fedele_51-70.indd   57 5/4/15   10:45:27 AM
Maddalena Fedele | Núria García-Muñoz | Emili Prado
58
relatives’ until their parents returned home from work, as the following 
examples  illustrate:
FG3b3 (15 years old): I don’t spend much time at home … in the after-
noon I usually stay at my cousins’ … And I play with them.
FG3g3 (15 years old): (I cannot always watch what I want on TV) 
because I usually go to have lunch at my grandmother’s and she puts on 
those kinds of programmes …
Finally, we found some gender differences in teenagers’ leisure preferences. 
Certain activities, such as shopping (p<0.001), listening to music (p=0.001) or 
artistic activities (p<0.001)were most often practiced by the girls, while sport 
(p<0.001) and playing video games (p<0.001) were practiced more often by 
boys. On the other hand, there was no difference between genders in terms 
of their preference for socializing or in the use of the three media analysed in 
our study.
Adolescents’ media equipment
We also asked participants to tell us about the kind of media equipment avail-
able at home and in their personal space (e.g., bedroom).
Teenagers in our sample had multiple media available in domestic and 
common spaces, with the television set as the most common media device 
present at home. Once again, we can identify three levels of media devices 
present in domestic and common spaces:
The first level includes those media devices present in more than 90% of •	
households, such as the television set (99.1%, n=231), the mobile phone 
(94.8%, n=221), the photo/video camera (94.8%, n=221), the DVD player/
recorder (94.4%, n=220), the computer in both laptop and desktop version 
(91.8%, n=214), the landline (90.6%, n=211), and MP3/MP4 player (90.1%, 
n=210).
The second level includes those media devices that were present in more •	
than half of households, but did not reach a presence as high as the first 
level ones, e.g. video game console (72.5%, n=169), handheld game 
console (63.5%, n=148), or digital recorder (54.5%, n=127).
Finally, the last level includes those devices which had a lower presence, •	
as they were present in less than half of households: the home cinema 
(46.8%, n=109), and PDA (26.6%, n=62).
On the other hand, the media equipment in adolescents’ personal space was 
quite different from that of the rest of the household.
According to the same criteria used for classifying the home media envi-
ronment, we can also identity three levels in the media equipment in teens’ 
personal space:
The first level includes the computer (68.2%, •	 n=159) and Internet access 
(62.7%, n=146), which in most cases also included a Wi-Fi connection 
(54.9%, n=128). The data on computer and Internet availability can be 
related to the European research mentioned above, which found that 67% 
of older children (15–16 years old) used the Internet in their bedroom 
(Livingstone et al. 2011).
CJCS_7.1_Fedele_51-70.indd   58 5/4/15   10:45:28 AM
Catalan adolescents’ media uses and leisure preferences …
59
At lower positions we can find media devices available in less than one-•	
third of the adolescents’ personal spaces, such as the television set (32.2%, 
n=75), the video game console (29.2%, n=68), the DVD player (22.3%, 
n=52), and the landline (20.2%, n=47).
The last level includes media devices present in less than 10% of cases, •	
such as the digital recorder (7.7%, n=18), the VCR (7.7%, n=18), and the 
home cinema (5.6%, n=13).
Even if less than one-third of the sample had a television set in their personal 
spaces, it was quite common for them to have access to a second television set 
in other domestic spaces, including the kitchen or the parents’ bedroom. So, if 
they wanted to, they could generally go and use another television set:
FG1g1 (15 years old): […] if they are watching football, you go to 
another TV! […] at home we usually have a TV assigned to each one of 
us. For example, my dad, after dinner, stays in the dining room, at the 
TV over there. But I go to my bedroom. My brother goes to the office, 
and my mom and my sister go to bed, so there is no problem at all.
FG1b4 (15 years old): You’re lucky. (He smiles). […] We are always 
fighting!
They laugh.
Researcher: And if you want to watch something that you like?
FG1b4 (15 years old): Well … we go to the other TV, because we have two.
FG1g3: Yes. But there are times when my dad is in the living room, and 
my mom in their bedroom. So I have to stay with my dad, watching 
something that I’m really not interested in, or with my mom, and I’m 
not interested in what she’s watching either.
Adolescents’ media uses
Adolescents’ uses of the mobile phone
Starting with the mobile phone, we must emphasize its great ubiquity among 
this age group. Either they had their own personal mobile phone, or had 
access to one (e.g., their parents’).
We asked adolescents to state which mobile phone services they used at 
least sometimes. We found that the top activities teens used the mobile phone 
for were calling friends (97.4%, n=227) or family (95.2%, n=222) and sending/
receiving SMS (95.3%, n=223). On the other hand, while uses like taking photos 
or listening to music were quite frequent among adolescents in our sample 
(88.4%, n=206 and 83.7%, n=195, respectively), other multimedia activities, 
such as browsing the Internet or watching television programmes were more 
marginal (24.1%, n=57, and 9.9%, n=23, respectively). Nevertheless, about 
10% of the sample claiming to watch television programmes on the mobile 
phone at least sometimes could be considered as a signal of new television 
consumption habits. This tendency needs to be investigated more in-depth, 
especially taking into account the current penetration of smart phones.
Finally, it has to be emphasized that girls used the mobile phone more 
than boys for socializing, like calling friends (p<0.001) and sending/receiving 
SMS (p<0.001).
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 3. Crakòvia is a 
Catalan humour 
show produced and 
broadcasted by the 
National Catalan 
Television (TV3).
Adolescents’ uses of the Internet
In the second instance, we found that almost all teenagers in our sample had 
access to a computer and nearly a half of the sample had a laptop for personal 
use exclusively (46.4%, n=108). Furthermore, computer access was gener-
ally associated with Internet access (p<0.001). Indeed, the most frequent use 
that teenagers assigned to the computer was browsing the Internet (x=7.8, 
SD=2.44).
We also asked adolescents to mark on a ten-point scale which Internet uses 
they spent more time on. Results obtained show their special predilection for 
socializing and communicating activities, such as chatting (x=7.94, SD=2.749), 
e-mailing (x=6.62, SD=2.502), and sharing contents (x=6.61, SD=3.171). Other 
activities which obtained high scores were: downloading audio files (x=7.01, 
SD=2.789), looking for information (x=5.93, SD=2.329), and studying (x=5.58, 
SD=2.409). Consuming audio-visual contents through the Internet, such as 
movies or television programmes, was not so well marked by teenagers in our 
sample, obtaining average scores lower than 5.
Nevertheless, during the focus groups, we found out that adolescents in 
our sample often watched television contents online, especially music videos 
and segments of humour shows on YouTube:
FG2b3 (16 years old): When I’m bored … like at the weekend when 
I don’t have anything to do … or in the afternoon, so I go and watch 
videos on YouTube, like Crakòvia3! Not the whole programme, just the 
part you’re interested in!
FG2g1 (16 years old): I look for songs …
FG2b1 (16 years old): …or people getting hurt …
Researcher: Do you share these videos with each other?
FG2b1 (16 years old): Yes, you put them on Facebook …
Researcher: And do you watch these videos in the company of your 
friends?
FG2b1 (16 years old): Yes, sometimes.
FG2b3 (16 years old): To show them, yeah … ‘Have you seen that 
video?’, and if they haven’t, you show them.
Furthermore, in the second phase of the study of adolescents’ television fiction 
consumption habits, our respondents responded that they also watched tele-
vision fiction programmes on the Internet (Fedele et al. 2014).
The Internet usage and the television consumption must be related also in 
terms of time spent with each medium. In fact, young people in our sample 
claimed they usually spent more time surfing the Internet than watching tele-
vision. For instance, on weekdays, 30.9% (n=72) of our sample spent more 
than two hours watching television, and 39.9% (n=98) browsing the Internet, 
while at the weekend those percentages went up to 52.5% (n=122) and 58% 
(n=146) respectively.
Finally we observed a gender difference, since the boys spent more time 
than girls looking for information (p=0.02) and playing (p<0.001), while girls 
spent more time than boys sharing contents (p<0.001).
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 4. Differently from 
Northern countries, 
the Mediterranean 
pre-dinner time can be 
considered still as the 
afternoon by Catalan 
young people.
 5. NA=5.7% (N=13).
Adolescents’ uses of television
Adolescents in our sample usually watched television during the prime-time 
and the night slot (21.00–24.00), especially on weekdays, when television 
consumption tended to be concentrated at night and, second, in the afternoon 
(16: 00–21: 00).4 At weekends, however, television consumption was distrib-
uted more homogeneously among several programming slots.
Teenagers in our study mostly watched television at home in common spaces 
(96.6%, n=225), shared with the rest of the family, especially during dinner, as 
they pointed out during the focus groups. In particular they used the living room, 
where the main television set is generally situated. Moreover, as pointed out 
above, even if most of our sample did not have a television set in their personal 
spaces, they could usually use another television set available in the household.
On the other hand, the main television preferences of young people in 
our sample can be related especially to entertainment, with Fiction and Info 
show as their favourite television macrogenres, with 53.5% (n=125) and 
20.9% (n=49) of preferences respectively, followed by Show (7.5%, n=17), 
Sport (4.8%, n=11), Information (4.8%, n=11) and other contents (2.8%, 
n=7).5 Furthermore, participants in our study claimed to have enough freedom 
to choose what they wanted to watch on TV:
FG1b3 (15 years old): I usually decide what to watch, because my mum 
doesn’t really like TV, so she is not interested in what I put on …
FG1g1 (16 years old): I’m quite free. Well, we also have more than one TV 
set, and my mother usually doesn’t watch TV, so … I can really choose.
Despite this, sometimes teenagers had to reach an agreement with the rest of 
the family:
FG1b2 (16 years old): It depends. If you are alone at home, you can 
watch whatever you want. But if somebody else is there … you must 
reach an agreement … And if not, I watch what they choose or I turn 
on the computer …
FG1b1 (16 years old): Generally we do decide, my sister and I, because 
we know better what’s on TV. But my parents can decide a lot, too.
Younger teenagers usually had to let others choose the programme more often 
than the older ones because their parents and siblings tended to monopolize 
the television set:
FG3g2 (15 years old): I usually watch Disney Channel because my little 
sister is watching it … so I watch it too.
FG3g4 (15 years old): Of course I put on what I want to watch, but then … 
my brother comes and he changes the channel … (They laugh) He is 
younger than me, but …he is the one who decides! (They laugh again).
At the same time, we found that older teens had more freedom than the 
younger ones to use the main television set by themselves:
FG2g1 (17 years old): My mum’s schedule and mine generally don’t 
coincide … So I can watch television in the afternoon while she 
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is working […] yes, we only have one television set in the dining 
room.
FG2b2 (17 years old): I have only one television set too, so when I watch 
some series and my mum is not interested in them, she generally goes 
to her bedroom to read a book.
Many adolescents also watched television outside of their households, at 
friends’ or other relatives’ or in bars, for example, but with a low frequency. 
Bars were normally preferred by boys who wanted to watch football matches 
on pay TV channels not available at home. Other relatives’ homes, such as 
cousins’ or grandparents’, were especially associated with younger adoles-
cents, while friends’ houses were more related to older teenagers (p=0.028).
We also detected a sort of multitasking use of television carried out by young 
people in our sample, as they usually performed other activities while watching 
television. These simultaneous activities must be related with the most common 
leisure activities mentioned above, especially those related to socialization.
In fact, the two activities that teenagers performed most frequently while 
watching television were eating and talking to people (Figure 1). Indeed, 
these activities were carried out especially ‘always or often’ (eating: 76%, 
n=177; talking: 65.3%, n=152). Additionally, as mentioned before, we found 
during the qualitative phase that watching television during family meals was 
a common behaviour.
However, most of the sample reported that they only ‘sometimes’ carried 
out simultaneous activities, such as using the mobile phone or the telephone 
Figure 1: Activities simultaneous to watching television.
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and studying while they watched television. Moreover, during the focus groups 
several adolescents claimed that they could split their attention between tele-
vision and other media, such as the mobile phone or the Internet, without 
being distracted from watching, especially during the advertising breaks.
discussion
The MUS allowed us to identify the main features of current leisure prefer-
ences and media uses of Catalan adolescents related to the mobile phone, the 
Internet and television, and to reach the specific objectives stated in the intro-
duction. Regarding the first objective, we found that the adolescents in our 
sample tended to have quite varied leisure preferences with respect to which 
we can highlight two key elements: the importance of sharing time with the 
peer group and the presence of media and ICT, particularly the Internet. In 
fact, socializing was their first leisure choice, and they generally spent their free 
time with their friends. This result is consistent with previous studies carried 
out in Spain and in other countries (e.g. Coatsworth et al. 2005; Ramírez de 
la Piscina et al. 2006; Roberts and Foehr 2008). However, media still have 
an important weight in adolescents’ leisure time, both in terms of media-
 related activities and media availability. On the one hand, adolescents in our 
sample carried out several media-related activities in their leisure time, such 
as browsing the Internet, listening to music or watching television, among 
others. Also, they had at their disposal multiple media devices at home, both 
in domestic common spaces and in their personal areas. Nevertheless, we 
need to differentiate their domestic media equipment, characterized by the 
presence of a large variety of media devices and the centrality of the television 
set, from their private media environment, where everything revolves around 
the computer connected to the Internet. Access to the Internet allows them to 
maintain a ‘bedroom culture’ (Livingstone and Bovill 2001), to be connected 
to their peer group and to consume several audio-visual contents available 
online, while they remain in their personal ‘media oasis’ (Zanker and Leander 
2006). It is especially remarkable that these features were common to both 
genders and the three age groups analysed. Moreover, we can distinguish 
between devices intended for family use and normally located in the shared 
spaces of the house (e.g., landline or the television set), and those specifi-
cally destined for young people’s personal use, which were often placed in 
their own bedrooms or areas (e.g., mobile phone or laptop). In particular, the 
lack of such media variety in adolescents’ personal spaces indicates that the 
use of some media (i.e. the television set) was still linked to family consump-
tion, as pointed out by previous studies (Adriaens et al. 2011; Holloway and 
Green 2008; Kortii 2011). Despite this, especially in the qualitative phase, we 
found that they often did not need a television set in their bedroom because 
they could use the main one almost at any time, or they could access media 
contents through the computer and the Internet, for instance YouTube videos. 
Furthermore, the differences between household and bedroom media equip-
ment can be interpreted as a sign of the different uses that adolescents made 
of media compared to the rest of the family.
Regarding the second objective, we must highlight that different media 
answer to different needs, that is, young people in our sample assigned differ-
ent uses to different media devices. In particular, new media, such as the 
Internet and mobile phones, especially developed social functions related to 
the peer group, while television use was more related to family consumption 
and to entertainment functions.
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As for the new media analysed, first it is worth noting the ubiquity of 
mobile phones among young people in our sample. Adolescents’ use of 
this device was especially relational, since they used it mainly for calling 
friends and sending or receiving SMS, as pointed out also in other studies 
(IBBT 2011). Despite this, we can also foresee indications of new television 
consumption habits through the mobile phone, since almost 10 per cent of 
our sample watched television programmes on this device. As pointed out 
above, this aspect of young people’s cross-media consumption needs to be 
investigated further, especially in relation to smartphones.
Second, the central role of computer and the Internet as communication 
tools for socializing with others, especially within the peer group, must be 
emphasized. In fact, young people in our sample especially used the Internet 
for chatting, e-mailing and sharing contents. Furthermore, the consumption 
of television contents through the Internet was secondary to the commu-
nication activities mentioned above, even if, during the qualitative phase of 
the research, participants acknowledged viewing television contents on the 
Internet. The relational use given to the Internet is indeed closely related to 
the identity building process of adolescence. In fact, the peer group is a main 
socializing agent during this life period, so adolescents usually concentrate 
their attention on socializing, an activity that the Internet facilitates more than 
traditional media such as television.
The teenagers in our sample still spent quite a lot time watching televi-
sion, and they usually did so in shared domestic spaces, and often in the 
company of other family members. Therefore, they often had to reach agree-
ments with other family members about what to watch, although they gener-
ally acknowledged that they had enough freedom in selecting television 
programmes, among which they usually preferred fiction programmes and 
info shows. Thus, television consumption through its traditional support, the 
television set, remains an important recreational activity for teenagers, as it 
was practiced by the vast majority of our participants; although the time spent 
watching television was lower than the time spent online. These findings 
are consistent with previous studies (Bell and Dittmar 2011; Eurobarometer 
2013; Livingstone et al. 2011). Regarding the third objective, our results show 
evidence of certain similarities between Catalan adolescents in our sample 
and young people from other western countries, including other regions of 
Spain. In fact, as in previous studies, we also found that the peer group played 
a defining role in young people’s recreational activities, as spending time with 
friends was precisely the leisure activity they pursued more often. At the same 
time, electronic media played an important role in teenagers’ leisure time 
and relational activities, with results consistent with those of previous stud-
ies presented above (e.g. Athenstaedt et al. 2009; EGM Baròmetre 2014; Bell 
and Dittmar 2011; Coatsworth et al. 2005; Fernández-Planells and Figueras-
Maz 2012; Funes 2008; Holloway and Green 2008; Livingstone et al. 2011; 
Roberts and Foehr 2008; Romer et al. 2012; Videnovic´ et al. 2010). In particu-
lar, the computer connected to the Internet represents the pillar of teenagers’ 
personal media equipment. The Internet has a central place in adolescents’ 
leisure and media habits: it is not only used to interact with friends, but also to 
seek information, to create and share contents and to consume audio- visual 
products to which they have no access through traditional media. So we can 
say that independently from media availability or time spent with media, 
adolescents from different contexts can attribute similar functions to media, 
e.g. socializing with the peer group through new media and relaxing within 
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the family context through television. Finally, we did not find any significant 
differences between genders in their socializing-related leisure activities or 
time spent with media, as indicated by most previous research. On the other 
hand, we did find some differences in how girls and boys use media for social-
izing. In fact, girls in our sample tended to use media for socializing more 
than boys, both in the case of the mobile phone and the Internet (e.g., for 
calling friends or sharing contents), and in the case of television watching, 
since they usually practiced more simultaneous socializing-related activities 
than boys (e.g. talking).
Regarding the fourth objective, from a media research perspective our 
study shows an image of teenagers who are used to integrating multiple 
media in their everyday lives and especially in their free time. Additionally, 
they often make an active and multitasking use of those media, as in the case 
of television viewing, confirming a tendency highlighted by previous studies 
(e.g., Brasel and Gips 2011; Jordan et al. 2007). Also a certain complementa-
rity between different media or devices must be noted, as teenagers attribute 
communicative and relational functions to new media while maintaining a 
type of television consumption primarily related to the traditional television 
set, domestic shared areas and the company of relatives.
Furthermore, our study highlights a certain tendency of teenagers in our 
sample to integrate media into their leisure activities, especially for social-
izing purposes. In fact, their use of new media, especially the Internet and 
the mobile phone, was primarily relational, because it was strongly linked to 
the maintenance of relations with the peer group, particularly through chat 
(Internet) or SMS (mobile phone).
ConClusions
The general picture of Catalan adolescents emerging from our study is one of 
active users who especially seek socialization through media uses and leisure 
activities, that is, who show age-typical behaviour.
However, our study does have some drawbacks. First, it did not count on 
a representative sample of the Catalan population, so its results cannot be 
generalized to the whole population, even if they are consistent with previous 
research and identify some media and leisure tendencies in Catalan youth. 
In particular, data were obtained in an urban environment, so further studies 
from other Catalan areas need to be carried out. Besides, it has to be taken 
into account that the MUS was a part of a wider research project focused on 
adolescents’ consumption of television fiction programmes. For this reason, 
the MUS did not go deeper in some aspects of leisure preferences and media 
usage, especially in the qualitative phase, more specifically focused on televi-
sion fiction consumption. For example, it was not possible to analyse other 
traditional media, such as radio or the press. Third, it was not possible to 
measure or properly differentiate between foreground and background activi-
ties simultaneous to media consumption. Fourth, the rapid evolution of tech-
nology makes it necessary to constantly update media consumption studies, 
especially those related to young people’s habits.
In this regard, further research is needed to go deeper into adolescents’ 
media habits in order to analyse multimedia or cross-media consumption as 
primary, secondary or tertiary activities. Also, it is necessary to investigate 
adolescents’ use of new devices available, such as smartphones, in relation 
to both their leisure and media habits, since these devices open brand-new 
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possibilities to users and specifically to adolescents, both for communicating 
activities and for consumption of audio-visual contents. Furthermore, there 
is a need for qualitative studies, based on in-depth interviews or daily leisure 
and media diaries that could delve into adolescents’ motivations and mean-
ings attributed to media and leisure activities. Finally, comparative studies 
from different countries could highlight new global tendencies in adolescents’ 
media habits and preferences.
As pioneers in the use of the digital media, today’s teenagers are expected 
to increase their multimedia and multitasking behaviour. Nonetheless, 
evidence from academic studies indicates that the current young generations 
still give primary importance to the peer group and socialization, which is the 
pillar of their identity building process. To do so, they can take advantage of 
the multimedia changing environment they live in. Thus, future studies will 
need to delve into what we could call the ‘digital socialization process’, that 
is, all current forms of socializing-related activities that adolescents can carry 
out through new media applications, such as blogs, forums, social networks or 
smartphone applications.
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